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Abstract 

The purpose of this research is to analyse how financial institutions use media advertising to promote 

their products and services and how it influences customer behaviour. The analysis will employ a 

qualitative research technique, utilising case studies, literature reviews, and pertinent journal articles. 

The study will examine the impact of advertising methods used by financial institutions on customer 

decision-making, influencing their perceptions, attitudes, and behaviours towards different financial 

goods and services. The primary areas of emphasis will encompass the efficacy of various advertising 

platforms, the function of digital marketing in the promotion of financial goods, and the ethical 

implications associated with financial advertising. This study aims to elucidate the relationship 

between media advertising and consumer behaviour in the financial sector by analysing case studies 

and reviewing existing literature, thereby providing insights into effective strategies for promoting 

financial products. 
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INTRODUCTION 

Media advertising is crucial in influencing consumer behaviour, especially in the financial industry, 

where institutions depend significantly on diverse advertising tactics to market their products and 

services. The rise of digital marketing and intensifying rivalry among financial institutions need a 

comprehensive knowledge of how advertising impacts customer decision-making processes. Financial 

institutions employ many media platforms, such as television, print, radio, and internet channels, to 

engage with prospective clients. These platforms not only enhance knowledge but also influence 

customer views, attitudes, and behaviours about financial goods, including loans, credit cards, 

insurance, and investment alternatives. 

Examining the impact of various advertising channels on the marketing of financial goods, this study 

seeks to delve into the complex web of relationships between media advertising and consumer 

behaviour. This research aims to offer financial institutions a thorough knowledge of how to optimise 

their advertising efforts by analysing the efficiency of various marketing tactics, including the 

expanding dominance of digital marketing. Responsible advertising strategies that build trust with 

consumers and promote products effectively are the focus of this research, which will also examine 

the ethical issues surrounding financial advertising, with a focus on consumer protection and 

transparency. 
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REVIEW OF LITERATURE 

Particularly in the financial industry, media advertising is quite important for affecting customer 

behaviour. Studies indicate that different advertising channels—including television, print, radio, and 

internet platforms—help financial institutions alter customer views and behaviours towards financial 

goods. Shen and Wei (2020) underline that customer decision-making mostly depends on constant 

advertising stressing trust and dependability. They discovered that among financial consumers, brand 

loyalty is much enhanced by frequency of exposure and consistency of material. In financial 

advertising, Shimp and Andrews (2018) also found that emotional appeals—especially those 

emphasising security and stability—help establish a close relationship with consumers, therefore 

motivating them to pick certain financial goods. According to this study, by forming attitudes and 

emotional links to financial businesses, media advertising directly influences customer behaviour. 

Digital marketing has lately taken the stage in advertising financial goods. To contact and interact with 

consumers, financial institutions are turning more and more to digital channels including social media, 

search engines, and targeted online marketing. By means of data analytics, Kapoor and Singh (2019) 

contend that digital marketing gives financial institutions the capacity to personalise communications 

for certain audiences, thereby enhancing customer engagement and raising conversion rates. This 

degree of customising enables financial organisations to meet the requirements of several client groups. 

Furthermore, underlined by Danaher and Rossiter (2021) is the interactive character of digital 

marketing, which enables financial firms to react fast to market needs and give real-time replies. With 

more flexibility and a more customised approach than conventional advertising, this adaptability and 

direct involvement make digital marketing a potent weapon in the selling of financial goods. 

 

Theoretical Framework 

This study utilises the Elaboration Likelihood Model (ELM), a dual-process theory introduced by Petty 

and Cacioppo (1986) that elucidates the mechanisms by which individuals interpret persuasive 

communications. The Elaboration Likelihood Model (ELM) posits that customers are swayed by two 

separate pathways: the primary route and the periphery route. The primary path entails careful 

contemplation of message content, including comprehensive information on a financial product. The 

peripheral approach, in contrast, depends on external factors, such as the appeal of an advertising or 

the trustworthiness of a financial institution. In financial advertising, both approaches are crucial, since 

certain customers may connect profoundly with the content, but others are swayed by emotional or 

superficial factors. This model elucidates how financial institutions may formulate their advertising 

strategies to successfully target various customer segments, optimising media advertising for both 

high-involvement and low-involvement audiences. 

OBJECTIVES OF THE STUDY 

• To investigate how different advertising strategies (traditional, digital, and hybrid) shape consumer 

perceptions and decision-making regarding financial products. 

• To evaluate the effectiveness of media advertising in fostering trust and engagement with financial 

institutions. 

• To assess the ethical considerations and potential risks involved in financial advertising, focusing 

on transparency and consumer protection. 
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RESEARCH METHODOLOGY 

Research Design 

A multiple case study methodology is employed to examine how financial institutions leverage media 

advertising to affect customer behaviour. Each case study examines a financial institution employing 

a unique advertising strategy—traditional media, digital marketing, or hybrid approaches—facilitating 

a comprehensive review of practical applications and their impact on customer perceptions of financial 

goods. The literature review offers a theoretical framework that complements the case study findings 

and facilitates the attainment of the research's three objectives. 

Data Collection Methods 

• Case Study 1: JPMorgan Chase & Co.: a global leader in commercial banking, use conventional 

advertising mediums like television, print, and radio. This case will examine how the persistent 

use of conventional media has fostered trust and loyalty among customers, specifically concerning 

loans, credit cards, and investment goods. Metrics including brand awareness, customer 

acquisition, and consumer engagement with traditional ads will be evaluated to assess their 

efficacy. 

• Case Study 2: Allianz SE: Allianz SE, a multinational insurance corporation, is renowned for its 

robust digital marketing presence. This case will examine how Allianz use digital tools—social 

media advertising, search engine marketing, and personalised online advertisements—to market 

insurance products. The research will assess the efficacy of these tactics in customer engagement 

and trust-building, utilising consumer input, engagement metrics, and conversion rates. 

• Case Study 3: Robinhood Markets, Inc.: Robinhood, a financial innovator, has a hybrid advertising 

strategy that integrates digital marketing with content-centric methods, including influencer 

marketing and instructional initiatives. This case will evaluate how Robinhood's unique application 

of digital advertising, search engine optimisation (SEO), and influencer collaborations engages a 

younger, technologically adept demographic. The effects on customer acquisition, brand loyalty, 

and consumer trust will be examined. 

• Literature Review: A thorough literature study will establish the theoretical basis for 

comprehending the link between media advertising and consumer behaviour in the financial 

industry. Central themes will encompass the influence of conventional and digital media on 

decision-making, comparative analyses of the efficacy of various advertising channels, and ethical 

issues pertaining to transparency and consumer protection in financial advertising. 

Data Analysis 

The data from the case studies and literature research will undergo thematic analysis, a qualitative 

approach that finds and organises reoccurring themes and patterns. This analysis will facilitate the 

attainment of the following insights: 

• Effectiveness of Advertising Channels: The research will evaluate the efficacy of conventional 

(JPMorgan Chase), digital (Allianz), and hybrid (Robinhood) advertising methodologies in the 

promotion of financial goods. The investigation will evaluate which advertising media most 

effectively influence customer decision-making and cultivate confidence in financial institutions. 

• Consumer Engagement and Decision-Making: The influence of various advertising methods on 

consumer involvement and decision-making will be assessed using indicators such as conversion 
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rates, customer feedback, and brand loyalty. The investigation will investigate the impact of 

emotional compared to informative material on customer behaviour across several channels. 

• Ethical Considerations: The study will rigorously evaluate the ethical ramifications of advertising 

methods employed by the chosen financial institutions, focussing specifically on transparency, 

consumer protection, and the risk of deceptive material. The literature review will provide context 

for these findings. 

Limitations 

The study is constrained by its emphasis on just three case studies, which may not include the complete 

range of financial institutions or their advertising methodologies. Furthermore, the qualitative 

character of the study implies that its conclusions may lack generalisability across various financial 

institutions. By choosing institutions that employ varied advertising methods (conventional, digital, 

and hybrid), the study will offer a comprehensive knowledge of the many methodologies utilised in 

the financial industry and their influence on customer behaviour. 

FINDINGS 

JPMorgan Chase & Co.: Traditional Media Advertising 

• Effectiveness of Traditional Advertising: The advertising campaigns run by JPMorgan Chase for 

its consumer banking products have made good use of more conventional media including 

television, newspapers, and radio. The consistency of the bank's messaging, which emphasises 

stability, trust, and security, has greatly increased both brand awareness and customer loyalty. 

Customers trust the bank more when they use their credit cards, loans, or mortgages. 

• Emotional and Informational Content: Using both emotional appeals—highlighting safety and 

long-term financial well-being—and straightforward informative material about product 

characteristics, the bank's conventional ads frequently employ a mixed approach. Many people, 

especially those who are risk-averse and detail-oriented, find this combination appealing. 

Customers frequently mention their good impressions of dependability and safety, as well as their 

brand loyalty, in their feedback and surveys. 

• Challenges of Traditional Advertising: While conventional media has had its uses, it falls short 

when it comes to reaching the younger, tech-savvy customers who do most of their financial 

product research online. Consequently, reaching a younger audience that is more receptive to 

online ads has been difficult for JPMorgan Chase. 

Allianz SE : Digital Marketing Strategies 

• Targeted and Personalized Advertising: Allianz's substantial utilisation of digital marketing, 

encompassing targeted social media campaigns and personalised online advertisements, has 

demonstrated significant efficacy in customer engagement. Allianz utilises data analytics to 

customise its communications for various consumer categories, enhancing relevance and 

engagement. The capacity to provide customised insurance plans and services via interactive 

digital platforms improves the consumer experience and increases conversion rates. 

• Consumer Engagement through Digital Tools: Allianz's digital initiatives provide instantaneous 

consumer connection, enabling the firm to promptly address consumer enquiries and modify its 

advertising tactics. Social media platforms like Facebook and LinkedIn have excelled in cultivating 

consumer connections and facilitating user-generated content. This reciprocal engagement 

cultivates a feeling of community, enhancing trust in Allianz's insurance offerings. 
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• Reaching Younger Audiences: Allianz's digital approach has proven particularly successful in 

attracting younger, technologically adept clients who choose online interactions with financial 

institutions. The simplicity and accessibility of digital marketing platforms have enhanced Allianz's 

capacity to elevate customer knowledge and confidence in its varied insurance offerings. 

Robinhood Markets, Inc.: Hybrid Digital Marketing and Content-Driven Advertising 

• Influencer Marketing and Content-Driven Strategy: Robinhood has a hybrid advertising strategy 

that integrates digital marketing with influencer collaborations and instructive material. Through 

partnerships with influencers and the production of educational content on investing prospects, 

Robinhood has effectively attracted a youthful, technologically adept demographic keen on self-

directed financial management. The company's strategy fosters openness and elucidates intricate 

financial subjects, attracting novice investors. 

• Impact of Digital Marketing on Consumer Trust: Targeted online advertisements, search engine 

marketing (SEM), and influencer endorsements have proven crucial in fostering trust among 

younger customers. Robinhood's advertisements emphasise simplicity, cost-effectiveness (such as 

commission-free trading), and accessibility, appealing to people seeking intuitive financial 

instruments. Their content-driven advertisements elucidate investing, establishing Robinhood as a 

user-friendly platform. 

• Challenges with Public Perception: Although Robinhood has successfully engaged younger users, 

it has encountered public criticism over the ethical ramifications of advocating riskier investment 

products to novice investors. Certain customers believe that the platform's streamlined and 

gamified interface might promote reckless trading practices, hence questioning the ethical 

obligations of financial advertising. 

Summary: 

• Traditional vs. Digital Advertising: Traditional advertising, shown by JPMorgan Chase, effectively 

fosters long-term trust and brand loyalty, especially among older, more conservative demographics. 

Digital advertising, shown by Allianz and Robinhood, provides enhanced flexibility, 

personalisation, and real-time interactivity, rendering it more successful for reaching younger, tech-

savvy groups. 

• Emotional and Informational Balance: The integration of emotional appeals and explicit 

informational material in all three case studies illustrates the necessity of harmonising these 

components to captivate varied customer demographics. JPMorgan Chase's conventional 

advertisements predominantly utilise emotional appeals, whereas Allianz and Robinhood focus on 

information-dense digital marketing and instructional materials. 

• Ethical Considerations in Financial Advertising: Ethical considerations are paramount in financial 

advertising, especially in maintaining openness and preventing deceptive assertions. Allianz and 

JPMorgan Chase foster customer trust by the promotion of stability and transparent product 

information, whereas Robinhood's more assertive marketing of trading tools has elicited ethical 

concerns over the encouragement of dangerous behaviour among inexperienced investors. 

 

CONCLUSIONS 

Examining media advertising tactics used by JPMorgan Chase, Allianz SE, and Robinhood Markets 

exposes important new perspectives on how financial institutions affect customer behaviour and 
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market promotion of their financial goods. Older, more conservative consumers have shown great 

long-term trust and loyalty from traditional advertising like television, print, and radio, as 

demonstrated by JPMorgan Chase's experience. Conversely, digital marketing channels—like those 

employed by Allianz SE and Robinhood Markets—offer financial institutions strong capabilities to 

customise message, increase customer interaction, and attract younger, tech-savvy audiences. 

Maintaining customer confidence, however, depends critically on ethical issues, particularly with 

relation to openness and the support of risky financial products. This study emphasises the need of a 

balanced strategy to financial advertising—one that combines emotional and factual elements while 

guaranteeing responsible, ethical advertising methods that shield consumers from any damage. 
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